PALGRAVE STUDIES IN TRANSLATING AND INTERPRETING
SERIES EDITOR: MARGARET ROGERS

e

Translating
Tourism

Cross-Linguistic Differences
of Alternative Worldviews




Palgrave Studies in Translating and Interpreting

Series Editor
Margaret Rogers, School of Literature and Languages,
University of Surrey, Guildford, UK



This series examines the crucial role which translation and interpreting
in their myriad forms play at all levels of communication in today’s
world, from the local to the global. Whilst this role is being increas-
ingly recognised in some quarters (for example, through European Union
legislation), in others it remains controversial for economic, political and
social reasons. The rapidly changing landscape of translation and inter-
preting practice is accompanied by equally challenging developments
in their academic study, often in an interdisciplinary framework and
increasingly reflecting commonalities between what were once consid-
ered to be separate disciplines. The books in this series address specific
issues in both translation and interpreting with the aim not only of
charting but also of shaping the discipline with respect to contemporary
practice and research.



Sofia Malamatidou
Translating Tourism

Cross-Linguistic Differences
of Alternative Worldviews

palgrave
macmillan



Sofia Malamatidou

Department of Modern Languages
University of Birmingham
Birmingham, UK

ISSN 2947-5740 ISSN 2947-5759  (electronic)
Palgrave Studies in Translating and Interpreting
ISBN 978-3-031-49348-5 ISBN 978-3-031-49349-2 (eBook)

hetps://doi.org/10.1007/978-3-031-49349-2

© The Editor(s) (if applicable) and The Author(s), under exclusive license to Springer Nature
Switzerland AG 2024

This work is subject to copyright. All rights are solely and exclusively licensed by the Publisher,
whether the whole or part of the material is concerned, specifically the rights of translation,
reprinting, reuse of illustrations, recitation, broadcasting, reproduction on microfilms or in any other
physical way, and transmission or information storage and retrieval, electronic adaptation, computer
software, or by similar or dissimilar methodology now known or hereafter developed.

The use of general descriptive names, registered names, trademarks, service marks, etc. in this
publication does not imply, even in the absence of a specific statement, that such names are exempt
from the relevant protective laws and regulations and therefore free for general use.

The publisher, the authors and the editors are safe to assume that the advice and information in this
book are believed to be true and accurate at the date of publication. Neither the publisher nor the
authors or the editors give a warranty, expressed or implied, with respect to the material contained
herein or for any errors or omissions that may have been made. The publisher remains neutral with
regard to jurisdictional claims in published maps and institutional affiliations.

Cover illustration: Maciej Bledowski/Alamy Stock Photo
This Palgrave Macmillan imprint is published by the registered company Springer Nature Switzerland
AG

The registered company address is: Gewerbestrasse 11, 6330 Cham, Switzerland

If disposing of this product, please recycle the paper.


https://orcid.org/0000-0002-9287-261X
https://doi.org/10.1007/978-3-031-49349-2

To Andreas ¢ Alexandra



Acknowledgements

This book is the culmination of many years of work, and it would not
have been possible without the help of many people who supported me
along the way. The first people I am grateful to are the postgraduate
students, Vivian Nioti who helped me collect the Greek materials, and
Daisy Savage who worked on the French. Thanks also go to all my former
students at the University of Birmingham who had to endure my early
attempts at teaching tourism translation and understanding its challenges
and also to colleagues from the universities of Athens and Thessaloniki,
most notably Maria Sidiropoulou and Elpida Loupaki, who invited me
to give talks on the subject, and the valuable interactions I had with
their students. Also, I am grateful to Stavroula Kefala, the Director
for Research at the Ministry of Tourism in Greece, and Elena Manca
from the University of Salento, for their valuable insights and conversa-
tions, as well as their support and enthusiasm around potential projects
exploring tourism translation further. They have given me confidence
in the potential of this book when I most needed it. Elena’s research
in particular largely inspired how I approached tourism translation in
the book, and I hope to continue to learn from her in the future. A

vii



viii Acknowledgements

really big thank you goes to my mentor and very good colleague, Jean-
nette Littlemore, for reading and commenting on various drafts of the
book, for always supporting me, even when I doubted myself, and for her
boundless enthusiasm about my ideas. Her untiring guidance is evident
in almost every aspect of this book, and it really would have been a very
different book without her input. I would also like to express my sincere
appreciation to Margaret Rogers, the series editor, for her invaluable
contribution to this book. Her expertise, keen insights, and meticulous
attention to detail have greatly enhanced the quality of the final product.
I am truly grateful for her dedication and support throughout the editing
process. Finally, thanks are due to my family, who supported me in many
different ways and gave me space and time to work on the book, and of
course to my son, who joined our family when I was in the middle of
this book, and in many ways allowed me to see my work from a new
perspective when I returned back to it. Thanks to him I had to rewrite
(and I hope improve!) large chunks of it, teaching me that sometimes
taking a step back is a big step forward. And while my daughter joined
us when I was finishing the book, she was my motivation for pushing
forward, and ultimately finishing the book, reminding me that a good
book is a finished book. With all this assistance from so many amazing
people, the only thing that is entirely my own are the errors, omissions,
and weaknesses in the book.



Praise for Translating Tourism

“Sofia Malamatidou offers a comprehensive and insightful study of cross-
linguistic differences in the promotion of tourist destinations and of the
way these differences are managed in translation. This book’s originality
lies not only in its empirical nature but also in its multilingual perspec-
tive which includes six different language combinations, namely English
(both American and British), French, Greek, and Russian. Indeed, tourist
texts are based on a circular process involving cultural encounters: the
way a destination is presented to readers is imbued with the socio-
cultural features of that place or nation; at the same time, these texts
are culturally filtered through the perceptions and expectations of reader-
tourists. By providing a series of interesting analyses, Sofia Malamatidou
shows that studying tourism discourse and its translation allows us to
understand how cross-cultural communication works or should work
and how ‘we humans try to make sense of the world around us’.

A must read for experts and students in marketing and tourism studies
and in translation studies, this book is an excellent contribution to the
ongoing research on cross-cultural tourism discourse.”

—Elena Manca, Associate Professor of English Linguistics and Translation,
University of Salento, Italy



Contents

Introduction

1.1 Background

1.2 Aim

1.3  Outline

References

The Language of Tourism

2.1  The Language of Promotion

2.1.1  The Challenging Task of Advertising
2.1.2  Attention-Seeking Devices
2.1.3  Linguistic Adaptation in Advertising

2.2 Destination Promotion
2.2.1  Tourism Destination Image (TDI)
2.2.2  Destination Image Formation
2.2.3  Factors Affecting Tourism Destination
Image
2.3 The Tourism Text
2.3.1  Functions of Tourism Texts
2.3.2  The Language of Tourism
References

— 00 W = —

13
14
15
18
23
23
25

28
35
35
37
42

Xi



Xii

Contents

Translating Tourism

3.1  Cross-Linguistic Differences in the Language
of Tourism
3.1.1  Information Versus Promotion
3.1.2  Expectations of Reader-Tourists
3.1.3  Comparing Linguistic Conventions
3.1.4  Cultural Parameters in the Study

of the Language of Tourism

3.2 Previous Studies of Tourism Translation
3.2.1  Translation Errors
3.2.2  Semantic Equivalence
3.2.3  Translating Promotion

3.3  Methodological Considerations
3.3.1  Qualitative Studies
3.3.2  Quantitative Studies

3.4  Taking Stock

3.5 A Novel Approach to Tourism Translation Research

References

TrAIL Corpus and General Methodology
4.1  TrAIL Corpus
4.1.1  Official Tourism Websites
4.1.2  Corpus Design
4.2 Methods of Analysis
References

Part I Case Study I: Things to Do

5

Case Study I: Key Concepts and Approach
5.1  Tourism Phase
5.2 Methods of Analysis

References

Tourist Behaviour
6.1  Distribution of Verbs
6.2  Motion

57

57
59
60
61

62
65
65
67
69
75
75
76
78
81
83

87
88
88
92
99
113

117
118
124
131

133
134
138



Contents

6.3  Discovery
6.4  Perception
6.5 Emotion
6.6  Conclusions
References

Translating Tourist Behaviour
7.1  Tourism Texts Translated into English
7.1.1  Translations into English from French
7.1.2  Translations into English from Greek
7.1.3  Translations into English from Russian
7.2 Tourism Texts Translated into French
7.2.1  Translations into French from American
English
7.2.2  Translations into French from British
English
7.2.3  Translations into French from Greek
7.3 Tourism Texts Translated into Russian
7.3.1  Translations into Russian
from American English
7.3.2  Translations into Russian from British
English
7.3.3  Translations into Russian from French
7.3.4  Translations into Russian from Greek
7.4 Discussion

Part II Case study II: Places to Go

8

Case Study II: Key Concepts and Approach
8.1  Physical Space

8.2  Tourist Gaze

8.3  Methods of Analysis

References

Physical Space
9.1  Distribution of Adjectives

xiii

141
146
153
156
159

161
162
166
168
172
177

178

182
186
189

191

196
199
204
211

219
220
222
224
236

239
239



Xiv Contents

9.2  Size

9.3 Time

9.4  Beauty

9.5  Quality

9.6 Fame

9.7  Conclusions
References

10 Translating Physical Space

10.1 Tourism Texts Translated into English
10.1.1 Translations into English from French
10.1.2  Translations into English from Greek
10.1.3 Translations into English from Russian
10.2 Tourism Texts Translated into French
10.2.1 Translations into French from American
English
10.2.2 Translations into French from British
English
10.2.3 Translations into French from Greek
10.3 Tourism Texts Translated into Russian
10.3.1 Translations into Russian
from American English
10.3.2 Translations into Russian from British
English
10.3.3 Translations into Russian from French
10.3.4 Translations into Russian from Greek
10.4 Discussion
Reference
11 Final Reflections
References
Appendix I
Appendix II
Index

245
247
251
255
256
260
264

265
266
268
275
279
282

285

288
292
295

296

300
304
306
309
313

315
319
321
325
329



Fig. 2.1
Fig. 6.1

Fig. 6.2

Fig. 7.1

Fig, 7.2

Fig. 7.3

List of Figures

Tourism Destination Image formation

Normalised frequencies of most prominent semantic
categories in non-translated corpus components

by language as % of all identified verbs

TrAIL corpus non-translated components tourism
phase continuum

Normalised frequencies of most prominent semantic
in non-translated English, French source texts

and translated English from French as % of all
identified verbs

Normalised frequencies of most prominent semantic
in non-translated English, Greek source texts

and translated English from Greek as % of all
identified verbs

Normalised frequencies of most prominent semantic
categories in non-translated English, Russian source
texts, and translated English from Russian as % of all

identified verbs

28

137

157

166

169

173

XV



XVi

Fig.

Fig.

Fig.

Fig.

Fig.

Fig.

Fig.

Fig.

Fig.

Fig.

7.4

7.5

7.6

7.7

7.8

7.9

7.10

9.1

10.1

10.2

List of Figures

Normalised frequencies of most prominent semantic
categories in non-translated French, American English
source texts, and translated French from American
English as % of all identified verbs

Normalised frequencies of most prominent semantic
categories in non-translated French, British English
source texts, and translated French from British
English as % of all identified verbs

Normalised frequencies of most prominent semantic
categories non-translated French, translated French
from Greek, and Greek source texts as % of all
identified verbs

Normalised frequencies of most prominent semantic
categories in non-translated Russian, translated
Russian from American English, and American
English source texts as % of all identified verbs
Normalised frequencies of most prominent semantic
categories in non-translated Russian, British English
source texts, and translated Russian from British
English as % of all identified verbs

Normalised frequencies of most prominent semantic
categories in non-translated Russian, French source
texts, and translated Russian from French as % of all
identified verbs

Normalised frequencies of most prominent semantic
categories non-translated Russian, Greek source
texts, and translated Russian from Greek as % of all
identified verbs

Normalised frequencies of the most prominent
semantic categories of descriptors in non-translated
corpus components as % of all identified adjectives
Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
English, French source texts, and translated English
from French as % of all identified adjectives
Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
English, Greek source texts, and translated English
from Greek as % of all identified adjectives

180

183

186

193

196

200

205

244

270

275



Fig.

Fig.

Fig.

Fig.

Fig.

Fig.

Fig.

Fig.

10.3

10.4

10.5

10.6

10.7

10.8

10.9

10.10

List of Figures

Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
English, Russian source texts, and translated English
from Russian as % of all identified adjectives
Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
French, American English source texts, and translated
French from American English as % of all identified
adjectives

Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
French, British English source texts, and translated
French from British English as % of all identified
adjectives

Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
French, translated French from Greek, and Greek
source texts as % of all identified adjectives
Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
Russian, translated Russian from American English,
and American English source texts as % of all
identified adjectives

Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
Russian, British English source texts, and translated
Russian from British English as % of all identified
adjectives

Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
Russian, French source texts, and translated Russian
from French

Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
Russian, Greek source texts, and translated Russian
from Greek

Xvii

279

286

289

292

298

301

305

307



Table 4.1
Table 4.2

Table 4.3
Table 4.4
Table 5.1

Table 6.1

Table 6.2

Table 6.3

List of Tables

TrAIL corpus components

Official tourism websites in the TrAIL corpus

also showing languages available in translation

TrAIL corpus structure

Types of adaptation

Most frequent verbs with reader-tourist as subject/
agent in all corpus components grouped into semantic
categories by language

Normalised frequencies of most prominent verbs
with reader-tourist as subject/agent in non-translated
corpus components by language

Normalised frequencies of semantic categories of most
prominent verbs in non-translated corpus components
by language as a percentage of identified verbs (tokens)
Linguistic elements associated with each phase

of tourism

93

95
97
109

127

135

136

156

Xix



XX List of Tables

Table 7.1  Normalised frequencies of most frequent verbs

with reader-tourist as subject/agent in non-translated

English, source texts (i.e. non-translated texts

in French, Greek, Russian), and translated English

corpus components 163
Table 7.2 Normalised frequencies of most prominent semantic

categories of verbs in non-translated English, source

texts (i.e. non-translated texts in French, Greek,

Russian), and translated English corpus components

as a percentage of identified verbs (tokens) 164
Table 7.3 Patterns of adaptation observed in translations
into English (verbs) 165

Table 7.4  Normalised frequencies of most frequent verbs

with reader-tourist as subject/agent in non-translated

French, source texts (i.e. non-translated texts

in American English, British English, Greek),

and translated French corpus components 177
Table 7.5  Normalised frequencies of most prominent semantic

categories of verbs in non-translated French, source

texts (i.e. non-translated texts in American English,

British English, and Greek), and translated French

corpus components as a percentage of identified verbs

(tokens) 179
Table 7.6 Types of adaptation observed in translations
into French (verbs) 180

Table 7.7 Normalised frequencies of most frequent verbs

with reader-tourist as subject/agent in non-translated

Russian, source texts (i.e. non-translated texts

in American English, British English, French, Greek),

and translated Russian corpus components 189
Table 7.8 Normalised frequencies of most prominent semantic

categories of verbs in non-translated Russian, source

texts (i.e. non-translated texts in American English,

British English, French, Greek), and translated

Russian corpus components as a percentage

of identified verbs (tokens) 190
Table 7.9 Types of adaptation observed in Russian translations

(verbs) 192



Table 8.1

Table 9.1

Table 9.2

Table 9.3

Table 9.4

Table 10.1

Table 10.2

Table 10.3

Table 10.4

Table 10.5

List of Tables

Most frequent adjectives modifying nouns denoting
physical space in all corpus components grouped
into semantic categories by language

Normalised frequencies of most frequent adjectives
modifying nouns denoting physical space

in non-translated corpus components by language
Descriptors and classifiers in non-translated corpus
components

Distribution of semantic categories of descriptors
in non-translated corpus components as a percentage
of identified adjectives (tokens)

Distribution of objective/subjective descriptive
adjectives in each language component of the TrAIL
corpus

Normalised frequencies of most frequent

adjectives modifying nouns denoting physical

space in non-translated English, source texts (i.e.
non-translated texts in French, Greek, Russian),
and translated English corpus components
Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
English, source texts (i.e. non-translated texts

in French, Greek, Russian), and translated English
corpus components as a percentage of identified verbs
(tokens)

Patterns of adaptation observed in translations

into English (descriptive adjectives)

Normalised frequencies of most frequent

adjectives modifying nouns denoting physical

space in non-translated French, source texts (i.e.
non-translated texts in American English, British
English, Greek), and translated French corpus
components

Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
French, source texts (i.e. non-translated texts

in American English, British English, Greek),

and translated French corpus components

as a percentage of identified verbs (tokens)

XXi

230

240

242

243

261

267

269

270

283

284



XXii

Table 10.6

Table 10.7

Table 10.8

Table 10.9

List of Tables

Patterns of adaptation in translations into French
(descriptive adjectives)

Normalised frequencies of most frequent adjectives
modifying nouns denoting physical space

in non-translated Russian, source texts (i.e.
non-translated texts in American English, British
English, French, Greek), and translated Russian
corpus components

Normalised frequencies of most prominent semantic
categories of descriptive adjectives in non-translated
Russian, source texts (i.e. non-translated texts

in American English, British English, French,
Greek), and translated Russian corpus components
as a percentage of identified verbs (tokens)

Patterns of adaptation in Russian translations
(descriptive adjectives)

285

295

297

298



®

Check for
updates

1

Introduction

1.1 Background

In recent years, public discussion around tourism has grown. Whether
it is over-tourism in places like Barcelona and the effect this has on
the local population, the unprecedented standstill of all tourism activ-
ities during the COVID-19 pandemic and how this affected economies
worldwide, or more recently the effects of climate change on tourism
patterns and what tourism might look like in the future, we have finally
started to realise that tourism is not simply a leisurely, frivolous activity,
but rather a collective human behaviour deeply ingrained in the fabric
of modern life, influencing it and being influenced by it. This realisa-
tion has brought with it another one: tourism practices might need to
change in the future, for example to create space for more sustainable
tourism or rebrand cooler places as summer destinations. The discus-
sion of these changes normally revolves around government policies and
marketing campaigns, which are undoubtedly central if any change is to
be designed and implemented.

© The Author(s), under exclusive license to Springer Nature 1
Switzerland AG 2024
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However, what is rarely, if at all discussed, is the important role that
language (and by extension cross-linguistic variation) plays in shaping
tourism practices and the key role that translation plays in tourism
promotion. The language found in translated texts aiming to promote
tourism is often criticised for its low quality and errors (such as a sign
in Greece informing visitors that there are ‘rooms to rent with atomic
baths—meaning ensuite), yet it is one of the most crucial tools through
which international tourism is promoted (Sulaiman and Wilson 2019).
During the process of writing this book, I have been involved in a
number of conversations with national destination promoters of different
countries and almost universally their reaction to the mention of the
importance of language is one of complete unawareness. On one occa-
sion, when asked about the importance of cross-linguistic differences in
tourism promotion, a senior member of a tourism board replied that it is
important to avoid any puns or idioms so as to facilitate translation. This
sort of narrow understanding of the importance of language in tourism
texts and the ways in which it is translated is widespread in the tourism
industry. Even if there is some understanding of the varied cultural and
linguistic markets that a destination aims to attract, this is very rarely
reflected in the importance assigned to tourism language and how it is
translated, which ultimately remains a purely semantic activity, that is,
focusing almost exclusively on meaning. This results in pragmatic (e.g.
how the promotional effect is achieved) and stylistic (e.g. what tone is
being adopted) factors, among others, often being ignored. What is also
ignored are cultural considerations that go beyond culture-specific items,
such as how the readers and potential tourists might perceive and expe-
rience the world around them (which will be examined in this book).
But it is not just the tourism and hospitality sector that pays little atten-
tion to tourism language and translation. Translation scholars have also
not really engaged with research on tourism texts. It is revealing that
while degrees, seminars, and workshops focusing on the translation of
all sorts of subject fields (e.g. medical, legal, business, literary, etc.) are
widely available at least in the Western world, similar training regarding
tourism translation is hard to find (Durdn Mufoz 2011), suggesting
a conspicuous gap in translation research and by extension translation
training.
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This unawareness of the importance of language and translation in
tourism-related texts needs to change, if it is to support destination
promotion and facilitate the changes in tourism patterns we want to
see in the future. This can only be achieved if we first gain a clear and
critical understanding of the central role translation plays in destina-
tion promotion. What seems to be missing is an in-depth understanding
of the crucial link between tourism translation, destination promotion,
and how different people experience the world around them differently.
Such an understanding would benefit not only translators who work with
tourism texts but also destination promoters who want to attract a wider
and more diverse audience.

Finally, there is perhaps no better example than tourism texts to reveal
alternative worldviews, since these texts quite literally present the outside
world to their readers. Tourism texts offer a window into how we perceive
the world, which elements of it we prioritise, and how we relate to it
through language. Therefore, tourism translation is much more than
simply translating words. It is also about translating worlds. For transla-
tions of tourism texts to be successful, they need to present the worldview
of the target culture while also accommodating the worldview of the
reader. This connection between tourism texts and our perception of the
world, and how it relates to destination promotion, has not been touched
upon in previous studies focusing on the translation of tourism texts. As
a result, our understanding of the conceptually complex mechanisms that
allow different worldviews to be reconciled through translation remains
fragmented and limited, and translations of tourism texts cannot fulfil
their full potential to (re)create a destination image, a concept which
will be explained in detail in Chapter 2, that is to be able to turn readers
into visitors.

1.2 Aim

This book provides, for the first time, a large-scale empirical multilingual
study of the cross-linguistic differences in the language of destination
promotion, how they are negotiated in translation, and how, in doing so,
the translated text reflects and reconciles different worldviews (that of the
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destination population and that of the reader-tourist). The concept of the
reader-tourist is an important one and will be adopted throughout this
book: the recipient of the tourism text is a reader in the first instance but
has the potential to become a tourist, and it is this potential that tourism
texts capitalise on.

Language, and by extension the analysis of linguistic differences, is
understood in the present book in a broad sense as a means for encoding
and describing our reality and for talking about the world around us.
For example, societies that do not have the concept of Santa Claus will
not have a word for it, while societies where politeness is a key concept
will have many linguistic means for expressing it. Our linguistic choices
reflect our perceived reality, and it is in this broad sense that I under-
stand the link between language and cultural issues in this book. Also,
‘linguistic’ is used as a label to capture both semantic and pragmatic
considerations (and potentially others, but these are not explored here),
and appreciation of both, as will be shown in Chapter 3, is important
when it comes to the translation of tourism texts. Therefore, I am also
interested here in the communicative purpose of tourism texts, which
is primarily promotional, and how this can be encoded in linguistic
choices.

Data are taken from official tourism websites promoting tourism
in the USA, UK, France, Greece, and Russia. Most previous studies
have focused on English/Spanish or English/Italian—languages associ-
ated with a strong tourism industry—ignoring languages such as Greek,
French, and Russian, whose respective countries were in the 10 most
visited European destinations (UNWTO 2018), with France actually
ranking first. Therefore, all languages examined here are associated with
strong tourism promotion, either long-standing (e.g. Greece and France)
or more recent (e.g. Russia). Although, during the course of writing
this book, the situation regarding Russia as an international tourism
destination has undoubtedly changed, data from this language are still
examined, as they provide useful insights into how a society that is
not typically “Western’ might employ tourism language for destination
promotion and how it might perceive tourism more generally. Finally, by
including two varieties of English, it is possible to examine whether there
is indeed a universal version of English for tourism or whether different
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societies (i.e. American and British) approach destination promotion
differently.

Official tourism websites have been deliberately chosen here, for both
practical and scholarly reasons. On the one hand, these websites offer
rich multilingual data, often being translated into many languages, while
they also place much greater emphasis on the destination image than
other types of tourism texts. On the other hand, they represent the offi-
cial narrative of the destination concerning how it is to be perceived by
both the local population and the rest of the world. As such, they are
not only promotional, but to a large extent ideological, with a signifi-
cant potential to shape perceptions about the destination. This particular
ideological potential of tourism texts will be explored in the two case
studies that form part of the present book.

Specifically, the book aims to examine:

— Differences in the linguistic means used to promote destinations in
English (American and British), French, Greek, and Russian and what
these specific linguistic choices can tell us about how these societies
view the world around them.

— Whether and to what extent these differences are taken into account
during translation, that is, whether translated texts stay close to source
texts or meet the expectations of reader-tourists in the target language.

— What the implications are for destination promotion: how to convert
readers into visitors and manage their expectations and how trans-
lation can become a field of active (re)construction of destination
identity.

To achieve its aims, this book uses a corpus (i.e. a large electronic
collection of texts) that I have specifically compiled for the purposes
of this book, to examine linguistic patterns contributing to destination
promotion. Specifically, the book examines the TrAIL (Tourism Across
and In-between Languages) corpus, a 2 million-word corpus of both
translated and non-translated tourism texts. Texts are taken from official
tourism websites in English (American and British), French, Greek, and
Russian and, where available, their translations into these languages (e.g.
Greek into English, Greek into French, Greek into Russian, English into
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French, Russian into English, etc.), promoting the UK and the USA,
France, Greece, and Russia, respectively. A unique aspect of the book is
that it is not limited to a specific language pair, but rather covers at least
six different language combinations between English, French, Greek, and
Russian, thus making this the first multilingual comprehensive study
of its kind. Moreover, the book offers a rare insight into how English
tourism texts are translated into other languages, a phenomenon typically
neglected, despite the popularity of English-speaking destinations.

Interdisciplinarity is a distinctive element of the book, which goes
beyond previous studies conducted in translation studies, and which
combines research conducted in linguistics, translation studies, and
tourism studies. Tourism texts offer translation studies a perfect test bed
for the exploration of how different worldviews can be reconciled, while
the detailed analysis of tourism texts educates tourism studies about the
importance of cross-linguistic adaptation. Bringing these fields together,
the book challenges traditional views of tourism translation as a field
mainly preoccupied with semantic meaning and reveals the importance
of tourism translation as an intellectual field that can offer valuable
insight about how we perceive the world around us and how we relate to
alternative worldviews.

The book focuses on the two elements that are indispensable for
tourism to take place, which form the basis of the two case studies
presented in the book. These are the ‘things to do’ and ‘places to go’
elements, or in other words the tourist and the destination. These case
studies can be expanded into questions: What are the tourists encour-
aged to do when visiting a place? and How is physical space described
and promoted? Each of these two case studies, the rationale for which
is presented in more detail in Chapter 4, focuses on different linguistic
features. Verbs are examined to reveal how tourists are expected to behave
and engage with the destination and are therefore associated with the
‘things to do’ element, while adjectives are examined to help understand
how physical space is described and presented to the reader-tourists and
therefore are associated with the ‘places to go’ element. However, the
discussion does not focus on a purely linguistic analysis resulting in a
long list of verbs and adjectives preferred in one language or another.
Rather the case studies are linked to key considerations in tourism,
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namely the concepts of tourism phase and tourist gaze. These concepts,
which are discussed in detail in Chapters 5 and 8, respectively, offer
an interpretive framework which supports the idea that tourism, and
its associated elements, is not experienced or perceived in the same
way across the world, but rather that important cross-cultural differ-
ences are expected. Briefly, tourism phase suggests that tourism as an
activity is realised on a continuum from the sightseeing to the post-
sightseeing phase, with different societies positioned at different points
on this continuum. This is, therefore, a useful concept for the investi-
gation of the ‘things to do’ element since it can provide an interpretive
framework for why certain societies show preference for specific activities
associated with tourism (e.g. simply moving through space vs exploring
it). Tourist gaze suggests that the way we ‘gaze’ at the world around us,
especially while acting as tourists, is subjective and differs depending
on the cultural background, among other things, and serves as a useful
framework for exploring how physical space is described and is, therefore,
used for the examination of the ‘where to go’ element. Both concepts
have as a starting point the (potential) tourist and their perceptions of
tourism and its elements. They are considered to be complementary and
aim to approach the same phenomenon from slightly different angles.
Relying on these concepts for the interpretation of results significantly
enhances the interdisciplinarity element of the book and allows for a
more comprehensive picture of the phenomena under investigation to be
obtained. The focus in this book is on how these concepts (i.e. phases of
tourism and tourism gaze) are manifested linguistically. By approaching
linguistic choices made in tourism texts as meaningful and dynamic,
shaping and being shaped by socio-cultural factors, it is possible to
understand how these different elements come together to create a
certain worldview, and also how translation navigates its way through
different, and potentially competing, worldviews. This understanding is
indispensable if we are to improve intercultural communication through
translation, especially in the case of tourism, a field that offers a unique
opportunity to experience other perspectives. Moreover, the book is rele-
vant not only to practicing translators, but also to scholars interested
in issues around tourism, promotion, and translation. From an intel-
lectual perspective, the book foregrounds translation as a space where
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cross-linguistic differences around how we view the world around us can
be negotiated. From a vocational perspective, the book will help trans-
lators of tourism texts reflect on their practice and ultimately produce
translations that perform their aim more effectively. In turn, this can
help transform the tourism industry and have a positive impact on the
economies that rely on it. Finally, the book will also be of interest to
destination promoters who aim to understand better the importance that
language and translation play in tourism promotion.

1.3 Outline

This book aims to provide an account of tourism translation as a field
where multiple and often competing worldviews can be negotiated and
to showcase the significant potential it has to influence how the desti-
nation image is perceived and ultimately the promotional potential of
the tourism message. It does not assume any prior knowledge of the
topics discussed, each of which will be introduced in detail and with
appropriate examples.

The book is divided into eleven chapters; this chapter and Chapter 11
introduce, and respectively, round off the volume while the remaining
chapters are organised into three main parts: a theoretical, a method-
ological, and an analytical one.

Chapters 2 and 3 constitute the theoretical part of the book, which
provides the background, reviewing research in tourism translation
and emphasising its importance. It assumes that tourism translation
is an interdisciplinary activity which requires an understanding of key
concepts from a range of fields. Therefore, this part provides insights
from the fields of marketing, tourism studies, as well as translation
studies. Examining how exactly tourism promotion is achieved and the
role that cross-cultural and cross-linguistic differences play in it allows
us to understand the complex dynamics behind it, which are critical not
only when non- translated tourism texts are produced, but more impor-
tantly in the case of this book, when tourism texts are translated into
other languages, as they often are.
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The discussion begins in Chapter 2 with an exploration of the
language of promotion more generally and its relationship to the
language of tourism, how exactly destination promotion is achieved and
the importance of the Tourism Destination Image (TDI), as well as the
main functions of the tourism text and how they are realised linguisti-
cally. The aim of this chapter is to clearly show that tourism discourse
shares many of the typical features of advertising language and that
its main aim is to promote a particular destination and create a posi-
tive image of it. Although this might appear as an obvious fact, there
is surprisingly very little awareness around it from scholars and prac-
titioners both in tourism studies and in translation studies. Chapter 3
focuses on translation studies more specifically and shows how this lack
of awareness is manifested in the focus of extant research in the field.
The vast majority of existing research is preoccupied with the semantic
properties of texts, with pragmatic properties only rarely examined and
not considered in light of the complex dynamics that need be taken
into account for successful tourism texts to be produced. The theoret-
ical part of the book closes with a discussion of the approach adopted
in the two case studies which aims to uncover the missing link between
the micro-level (i.e. linguistic features) and the macro-level (i.e. the socio-
cultural considerations) analysis of tourism texts, and aims to understand
how the socio-cultural preferences of how people perceive and experi-
ence the world around them are reflected in and realised through specific
linguistic choices.

After establishing the importance of examining tourism texts in rela-
tion to the socio-cultural dynamics in which they have been produced,
as well as the general mechanisms through which they turn readers into
tourists, the book moves on, in Chapter 4, to the methodological part,
which serves as a bridge between the theoretical and analytical parts,
explaining how exactly the ideas discussed in Chapters 2 and 3 will be
empirically investigated in the rest of the book. Since a corpus method-
ology focusing on official tourism websites is adopted, an overview of
available data and how they have been selected and organised into a
corpus is presented together with the corpus triangulation methodology
that is employed for their analysis. A unique element of the book is that
it provides a concrete methodology for the examination of adaptation
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patterns in translated texts which is informed by quantitative findings. It
is worth noting that Chapter 4 provides an overview of the methodology
employed in the two case studies, while the detailed methodological
considerations of each case study are discussed in Chapters 5 and 8,
respectively.

Chapters 5-10 constitute the final (and largest) part of the book,
which has a strong analytical focus, providing details about the two case
studies briefly presented earlier. The chapters for each case study follow
the same pattern: an introduction to each case study and what it focuses
on, as well as the specific methodology employed (Chapters 5 and 8),
an analysis with detailed examples of non-translated texts (Chapters 6
and 9), and an analysis with examples of the adaptation patterns noted
in translated texts (Chapters 7 and 10). For each case study, a clear link
is provided between what element of tourism is being examined, how
it is assumed to manifest itself linguistically, and what it reveals about
how different societies perceive and experience tourism. Specifically, case
study I (Chapters 5-7) focuses on tourist behaviour, that is how tourists
are expected to behave and engage with the destination, which is exam-
ined through an analysis of verbs where the tourist is the actor or agent,
which can provide information about the tourism phase that each society
is experiencing. Case study II (Chapters 8—10) focuses on the destina-
tion, that is, how it is described and presented to the reader-tourists,
which is examined through an analysis of adjectives modifying phys-
ical space. This provides information about the concept of tourist gaze
and how it differs cross-linguistically. Overall, this book aims to make a
significant contribution to challenging existing assumptions around the
language of tourism and offer for the first time valuable insight into the
important role that language plays not only in promoting tourism activ-
ities, but also in allowing people to talk about the world around them
and their position in it.



